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a unique road show recently played 

before dealer audiences in the kickoff 
of a six-weeks’ consumer sales campaign on 
gas ranges bearing the Matchless symbol. 

Sponsored by four gas utilities—The 
Pittsburgh Group Companies of Columbia 
Gas System, Peoples Natural Gas Company 
and Equitable Gas Company, in coopera- 
tion with The East Ohio Gas Company— 
the sales promotional production featured 
a play entitled “Proof of the Pudding,” 
which included skits and demonstrations 
highlighting the features of modern gas 
ranges, and the advantages of gas over com- 
petitive types of heat. 

Designed to acquaint gas range dealers 
and their sales personnel with gas and gas 
range selling points, the show featured a 
cast of Broadway stage stars and played 
before capacity dealer audiences in five 
cities of eastern Ohio and western Pennsyl- 
vania. 

It is believed that this is the first time a 
professional promotional activity was spon- 
sored cooperatively throughout a market- 
ing region by gas utilities rendering a 
natural gas service to 1% million Ohio and 
Pennsylvania homes. 

The cast included a group of talent, 
headed by Jack Albertson and Ruth Matte- 
son. 

In the play, gas and gas range qualities 
are presented by housewives incensed by 
the lack of practical sales and product 
knowledge of an appliance salesman, 
played by Mr. Albertson. 

In no uncertain terms, the housewives 
tell him from their own experiences that gas 
ranges are of the most modern design, 
adaptable to every type of kitchen; that 
they are fully automatic and provide safe 
and sure cooking; that they are economical 
in purchase price, installation, maintenance, 
and cost of operation. 

Near the end of the play the harassed 
salesman admits that he had been taking 
the course of least resistance in guiding the 
customer to another type of range. Demon- 
strating his complete repentance, he joins 
the housewives in proving gas ranges and 
gas heat superior on every score to other 
ype ranges. 

The production was staged for over 3,000 
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AUDIENCE of dealers and sales personnel 
gathered in the Greater Pittsburgh Airport is 


as Merchandising 


Matchless Ranges On-Staé¢e in 
“Proof of the Puddins” Show 


Ps tnice major gas ranges starred in 
f 


typical of audiences the Matchless range pro- 
motion met in Ohio and Pennsylvania cities. 





dealers and appliance sales personnel in 
Cleveland, Pittsburgh, Akron, Canton and 
Youngstown. According to its sponsors, it 
drew rave notices from audiences in all 
cities. 

The four gas companies believe the show 
was a Vital initial step in this year’s Match- 
less range promotion which began Octo- 
ber 4. 

Working under the professional guidance 
of their advertising agency, Ketchum, Mac- 


UTILITY sponsors of the Matchless promo- 
tion meet backstage after a performance. 
Left to right: A. W. Conover, president, and 
C. J. Mulholland, vice president and treas- 
urer, The Equitable Gas Co.; Jack Albert- 
son, male lead of the show; Charles Yost, 
sules manager, Peoples Natural Gas Co.; 
Norval Jennings, advertising director, AGA; 
Roger Forster, play narrator; and Robert 
Lowe, sales manager, The Manufacturers 
Light & Heat Co. 
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“Rheem furnaces mean 
fewer service calls—bigger profits” 


says Jim Kirby 











Kirby Sheet Metal Works, Inc. 


Chicago, Illinois 






BEFORE 
Typical outdated [| (| 

furnace was ineffi- ese eet lClC CE 
cient, bulky, dirty. | 
It began as a hand- 
fired coal furnace, 
was converted to 
stoker and then oil, 
but still failed to 
provide good service. 





AFTER 
New Rheem “Fire- 
Tested” gas unit was 
installed and put 
into operation with 
a minimum of incon- ; 
venience to the home + ane, 
owner—is already 

paying for itself in 

fuelsavings and heat- 

ing efficiency. 


Successful furnace dealers like Jim Kirby 
know the value of Rheem’s quality and 
design. Here’s what Mr. Kirby says: 


“When we install a new furnace we tell the home owner we stand ready 
to provide any necessary service 24 hours a day for one full year from 
date of installation. 


“By using Rheem Furnaces exclusively, we make more profit per sale 


because Rheem Furnaces require very little service. And, of course, 
better furnace performance means greater customer satisfaction, too. 


Every “In this highly competitive business, we find that Rheem gives us a 
Rheem Furnace definite advantage in the replacement market.” 
is Fire Tested You, too, can get the advantages of Rheem’s “Fire-Tested” Furnace line. 


There’s a model to fit every requirement for new and replacement installa- 
tions. Write the Rheem regional office nearest you for complete details on 
how you can become a Rheem dealer. 


Manufacturing Company 
Sparrows Point, Maryland Chicago, Illinois 
Houston, Texas South Gate, California 
Richmond, California Seattle, Washington 
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Leod & Grove, Inc., Pittsburgh, the four 
utilities engaged Max Richard, Inc., New 
York producer of industrial shows, to devise 
a script and handle casting and production. 

In addition, dealers participating in this 
promotion will be backed by a heavy 
schedule of television, newspaper and bill- 
board advertising. The campaign includes 
other strong promotional elements. In East 


ACTOR Jack Albertson, playing the part of a 
salesman, and Michele Clinton, an actress 
playing a customer, agree that Matchless 
ranges are perfect. 


Ohio territory valuable prizes, including an 
all-expense tour to Mexico for two, will be 
awarded to dealers and dealers’ salesmen 
in incentive contests. Store and window dis- 
plays of ultra-modern design have been 
distributed for salesroom use. 


GAS RANGES FEATURED IN 


ROAD SHOW 
Caloric RCA Estate 
Chambers Roper 
Detroit Jewel Sunray 
Kenmore Tappan 
Magic Chef Universal 
Maytag Vernois 
Norge Western Holly 


CONVENTION 


Continued from page 17 
practices on sales, advertising and promo- 
tion. The answer to that is, there must be, 
if you are to have assurance that you are 
getting full value for your money. 

“Weakness No. 6—The establishment of 
market potentials and sales quotas is vir- 
tually unknown in the utility field. Without 
this knowledge there can be no really in- 
telligent sales promotion or advertising 
programs; nor can there exist any bona fide 
and well-founded dealer programs. The 
answer is . . . market surveys . . . sound- 
ing and measurements . . . and then put 
the results to work. 

“Weakness No. 7—Is the lack of a fool- 
proof plan for getting truthful reports from 
dealers. Without such reports a utility is 
flying blind as to the true state of gas ap- 
pliance business in its area. 

“The manufacturers look no better than 
the utilities, in fact, we may look a little 
worse. 

“First—the manufacturer has been a 
hard nut to crack when it comes to provid- 
ing the utility with money for cooperative 
advertising and sales promotional efforts. 

“Second—in these endeavors manufac- 
turers have relied too much on ‘lip service’. 
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rasty het water 
ter heaters 


tem RUUD ALCOA ALLOY antonatic 62S water neater 


RUUO MANUFACTURING COMPANY 


CONSUMER advertising, to promote the use of 
gas in domestic water heating, is appearing in 
The Saturday Evening Post—as typified by these 
full-page ads. The Ruud page stresses tank con- 
struction of aluminum alloy and separate delivery 


of high-temperature water for use in modern 


“Third—too many manufacturers’ repre- 
sentatives are not salesmen, but order tak- 
ers and are unable or unwilling to provide 
dealers and utilities with selling or mer- 
chandising help. 

“Fourth—manufacturers have inadequate 
manpower to adequately service utilities, 
dealers and distributors. Many have not re- 
ceived a call from manufacturer representa- 
tives for as long as 2 years. 

“Fifth—manufacturers do not coordi- 
nate their sales promotion and advertising 
efforts with the national programs spon- 
sored by AGA. 

“Sixth—manufacturers have failed to 
maintain in many cases proper communi- 
cations with utilities, dealers and distri- 
butors, and have thus placed a barrier in the 
path of establishing sound dealer-utility 
relationships. 

“Seventh—manufacturers have failed to 
take full advantage of the cooperative mer- 
chandising helps offered by the gas utilities. 

“Here is what we are asking each gas ap- 
pliance manufacturer to do: 

“1. Delegate gas industry development 
program responsibility to capable executive 
—with authority to plan, make decisions 
and act. 

“2. Make sure all important company 
personnel are educated and informed on 
program. 

“3. If action cities are in_ territory 
covered by distributor, make sure the distri- 
butor and his dealer contact personnel are 
completely informed and understand their 
responsibilities. 

“4. Set up a communications system to 
your field organization to keep them in- 
formed on action city progress. 

“5. Decide upon special action city co- 
operation plan. Make it special—not rehash 
of available materials and offer manpower 
cooperation along with materials and plans. 
“6. Put plan in kit form and make it an 


Water Heating by Gas in SatEvePost Ads 


“ & bs er 


th a tank of solid Monel 


CRANE-MONEL osrcsnsrc wav water teat 


the 


A } CRANE CO 
appliances such as automatic dishwashers and 
clotheswashers, in addition to the usual delivery 
of hot water for personal use. Similarly, the 
Crane Co. ad features tank construction of 
Monel, for its non-rusting characteristics, and the 


same 2-temperature water deliveries. 


important presentation te the action city 
utility executives and your dealers. 

“7. Adopt policy and code for Action 
city operations in accordance with spirit 
and letter of individual points of AGA- 
GAMA development program. 

“8. Integrate programs for action cities 
as Closely as possible with AGA programs 
being sponsored by utility companies. 

“9. Use action cities as pilot operations 
to test plans to increase sales of appliances. 

“10. Keep month-by-month sales per- 
formance record of accomplishments in 
each of the ten action cities. Compare with 
previous accomplishments and stimulate 
greater action. 

“We manufacturers intend to really do 
something about this situation. We have a 
good plan—execution is our problem. Now, 
gas utilities can help us by turning on the 
pressure for better performance. 

“Our industry must stop competing on 
price alone. We must compete and compete 
hard but we must compete on quality. We 
must compete on service. We must compete 
on value. That’s the kind of competition 
that is in the public interest. 

“When an indudstry starts competing on 
price alone, with each Manufacturer striv- 
ing to make a product a little worse and a 
little cheaper, that industry soon finds it is 
doing a great disservice to the public that 
it pretends to serve. Yet, that is exactly 
what has been happening in many parts of 
the gas appliance manufacturing industry 
and, in many cases, this cut-throat price 
competition has been encouraged by gas 
utilities. 

“Manufacturers must build into their 
cost structures an increment for product 
improvement, for sales promotion, for 
advertising, and then get a fair price for 
their product, based on the value they offer. 

“The only place the money can come 
from to improve our industry is from 
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modest and fair earnings, and, gentlemen, 
Utilities can and should help. The process 
is very simple—just reward those manu- 
facturers who do right—assist those manu- 
facturers who compete on quality, service 
and sales promotion. Help the manufac- 
turers who have earned a right to your 
help.” 

So, let’s team up as utilities and manu- 
facturers to better serve the people who 
use Our products. 


Will Distributing Companies 
Sit Idly By? 
K. S. ADAMS, chairman, Phillips Petroleuii¥ Co. 


Y remarks will be addressed princi- 

pally to you gas distributors because 
the subject directly concerns you and the 
future gas supply for your millions of cus- 
tomers. But what I will say concerns equally 
pipeline transmission companies and gas ap- 
pliance and equipment manufacturers. 

“Most of you are familiar in a general 
way with the events leading to the recent 
United States Supreme Court decision im- 
posing federal regulation over sales of 
natural gas by independent producers and 
gatherers where the gas is ultimately to be 
transported across state boundary lines. But 
it is surprising to find how few public 
officials and businessmen, including gas dis- 
tributors and even gas producers, under- 
stand what has happened and what the 
effect will be. News writers, columnists and 
others more often than not have, intention- 
ally or through ignorance, misstated the 
issues and misled the public. 

“Until the recent Supreme Court deci- 
sion, hardly anyone believed that it was the 
intent of the Natural Gas Act of 1938 to 
regulate the gas sales of independent pro- 
ducers, who are producers of natural gas 
who do not transport gas across state lines 
and are not affiliated with a company that 
does. In fact, producers proceeded to make 
contracts for interstate sales under the 
specific assurance, stated in studied opinions 
of the Federal Power Commission, that 
such sales were not subject to federal regu- 
lation. However, until Congress amends the 
Natural Gas Act the sales of gas to inter- 
state pipelines by independent producers are 
subject to regulation. 

“Already the operating burdens and eco- 
nomic uncertainties thrust upon producers 
by federal regulation have served to reduce 
the interstate gas supply for distribution by 
your companies. The Supreme Court’s de- 
cision of last June has resulted in the aban- 
donment, curtailment or suspension of at 
least 3 major gas transmission projects. 

“But only Congress can give relief from 
the situation which threatens their future 
gas supply. There is no power in any com- 
mission to compel gas producers to con- 
tract to sell their gas in interstate commerce 
if they do not choose to do so. 

“The hope of gas heat for these new 
Chicago-area homes was made more re- 
mote when several producing companies in 
Oklahoma recently withdrew their offer of 
gas reserves to an interstate pipeline project 
designed to deliver greater quantities of gas 
to the Chicago area. These reserves are esti- 
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mated to be sufficient to supply 150 million 
cubic feet of gas daily for a 20-year period. 
Negotiations are now under way for the 
sale of this gas for use within Oklahoma. 

“A group of eighty Oklahoma business 
men will arrive in New York City for the 
purpose of again making their annual visits 
with heads of manufacturing firms in the 
northeastern states. Their specific aim is to 
influence new manufacturing ventures to 
locate in Oklahoma. One of their strongest 
sales points this year is the undedicated 
underground supplies of natural gas in 
Oklahoma which will be sold for use only 
within the state, either for power genera- 
tion, heat or as raw material for manufac- 
turing. 

“Curtailment of pipeline projects is dra- 
matic proof that the consumers’ gas supply 
will be gradually reduced under federal 
regulation. 

“To you, it means a reduced volume of 
business. It means the death blow to your 
future gas supply. Where will your present 
volume come from, let alone the additional 
quantity you desire, after the dwindling 
supplies in the underground reservoirs now 
serving you are gone? 

“To gas appliance manufacturers and 
dealers, it means the loss of sales of untold 
numbers of kitchen ranges, heaters, fur- 
naces, water heaters, clothes driers and 
other gas-burning equipment. 

“It means less gas for commercial and in- 
dustrial purposes. It means a further de- 
cline in the economy of the older industrial 
areas as the recent movement of the manu- 
facturing industries to gas producing states 
is accelerated. 

“I was interested in the statement by 
your association’s president, Mr. E. H. 
Eacker, in his welcoming letter in the ad- 
vance convention program. He says that an 
additional four billion dollars will be spent 
in the four years from 1954 through 1957 to 
help meet the tremendous demand for gas 
services. This prediction may have been 
correct before the Supreme Court decision, 
but in my opinion it is now due for reap- 
praisal. 

“Why will federal regulation keep pro- 
ducers from selling new or additional sup- 
plies of gas for interstate movement? 

“There is nothing arbitrary or vindic- 
tive about the refusal of producers to make 
sales under federal regulation. On the con- 
trary, their best business judgment compels 
them to avoid selling their gas in a market 
where they have no idea as to the price 
they will receive for it. 

“The insecurity which producers face in 
supplying the federally regulated interstate 
market was made crystal clear in the Fed- 
eral Power Commission’s first orders to pro- 
ducers and gatherers under its new author- 
ity bestowed by the Supreme Court deci- 
sion. The Commission directed that no 
change in any “rate, charge, or service in 
effect on or after June 7, 1954,” should be 
made, whether provided by contracts or 
not, and that no sale should be discon- 


tinued, without its approval. 

“How can a producer afford the gamble 
of contracting for the sale of his gas when 
he has no assurance that he will receive the 
price stipulated in the contract? 

“Large sums of money, usually bor- 





rowed, are required for exploration and de- 
velopment activities and equipment neces- 
sary to find and produce natural gas. Such 
borrowings must be paid off from the pro- 
ceeds received from the sale of the gas. It 
will be most difficult for a producer to 
obtain a bank loan to support this heavy in- 
vestment when his ability to repay is made 
so uncertain. 

“It may be impossible to conform with 
prevailing state conservation measures af- 
fecting natural gas production and at the 
same time comply with federal regulation. 
Federal regulation has purposes entirely 
different from those of state conservation 
measures. The state may tell him to re- 
duce his production rate, while under fed- 
eral regulation he may be forced to main- 
tain it. 

“For these reasons which force producers 
to shy clear of the interstate market, you 
distributors stand to lose much more than 
the producers. You face loss of the gas sup- 
ply necessary to help keep you in business. 
Producers, on the other hand, can look to 
the presently large and expanding market 
outlets for natural gas within the states in 
which it is produced. These markets are out- 
side the realm of federal regulation. 

“This industrial development in the 
Southwest is costing citizens of other areas 
huge loss of industrial activity, despite 
crusading campaigns to attract new or hold 
present industries, such as the current cam- 
paign being waged by New England. It is 
entirely feasible to locate many of these 
plants at the end of interstate gas pipelines, 
but for one factor. That factor is the com- 
plete lack of assurance of a continuing gas 
supply. 

“You may ask why a producer should be 
concerned about federal regulation, when 
he foresees huge, unregulated outlets for 
his gas within producing states. We sin- 
cerely believe it is inevitable that federal 
regulation will be removed sooner or later 
as a result of the demands of consumers 
after they suffer its full consequences. 
Therefore it seems foolish to go through 
a period of chaos during which everybody 
loses—customers, industry, investors, labor, 
distributors, transporters and producers. 
Furthermore, we producers have a substan- 
tial investment in gas reserves, gas wells, 
gathering lines and treating plants which 
are now connected to interstate pipelines. 
It is only natural that we want to continue 
operating these properties free of govern- 
mental regulation. 

“What can you do about this threat to 
the continuation of your business? Will you 
sit idly by while federal regulation sounds 
its death knell? 

“In 1950, Congress passed legislation 
which would have removed any doubt that 
production of gas by independent produc- 
ers was exempt from federal regulation, but 
the bill was vetoed by President Truman. 
The Congressional debate on that legisla- 
tion and the accompanying political furor 
and public propaganda campaign furnishes 
a painful but pointed lesson for the task 
facing you today. Advocates of federa 
regulation claim that the oil and gas in 
terests were about to put over a fast one o1 
natural gas consumers. 

During this time, several of your com 
panies were in the forefront opposing thi 
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legislation. You apparently overlooked the 
devastating result on your gas supplies and 
were blinded by your anxiety to remove the 
onus of higher consumer charges. Whatever 
the reason, the failure to tell your con- 
sumers the facts killed that opportunity to 
protect your future gas supply. Will you, 
by your silence or opposition again, permit 
so few to mislead so many? 

“It is time you completely reverse your 
approach. Not only did you oppose or fail 
to support this legislation, you have arbi- 
trarily opposed the transmission companies’ 
payment of any increased prices to pro- 
ducers which were essential to protect your 
future gas supply. Spurred by your desire 
to avoid unfavorable publicity regarding 
your own rate increases, you have indirectly 
been fighting every producer who supplies 
you with your life blood. 

“Many of your customers are under the 
illusion that federal regulation is essential 
to hold their gas costs down merely. because 
it gives a third party authority to determine 
that rates are equitable. They do not know 
what really comprises their gas rates. I 
doubt that 5% of your household customers 
have any idea that the price the producer 
receives for his gas in the field is actually 
a very small part of their bills—on the 
average less than 10%. Your customer 
probably has no idea that even if a regulat- 
ing agency cut the field price 20%, and all 
that cut were passed on to him, the average 
United States residential consumer would 
realize a saving of only about one dime a 
month. 

“The consumer needs to know that by far 
the larger portion of his gas bill is pay- 
ment for the investment in the construction 
and for the maintenance and operation of 
federally regulated interstate pipelines and 
locally regulated city distribution systems. 
In Milwaukee the average residential user 
paid $1.21 per thousand cubic feet for gas 
which cost the distributor 31.8¢ and for 
which the pipeline paid the producer only 
8.7¢. New York customers might be aston- 
ished to know that only about 3% of gas 
cost goes back to producers as payment 
for their costs and financial risks in supply- 
ing gas. 

“These facts make clear that any appreci- 
able reduction in the supply of gas you 
handle—sure to come under federal regu- 
lation of producers—will raise the con- 
sumer’s gas price far more than he could 
realize as savings from a drastic cut in the 
field price. 

“It is my guess that many of you have 
hesitated to tell your customers such facts, 
fearing their reactions to the knowledge 
that your charges make up most of their 
bill. This fear is groundless, for you have 
nothing to hide. 

“A misguided opinion of only a small 
segment of the public caused the veto of 
legislation which would have prevented the 
chaos facing you today. Many government 
representatives, even though convinced that 
the industry is right, must be backed by an 
expressed public opinion before publicly 
taking a stand on such an issue. 

“This is your fight. I sincerely hope you 
will fight vigorously to assure a future gas 
supply for your customers and the con- 
tinued growth of your industry.” 
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GAS APPLIANCE 
INDUSTRY NEWS 





Executive Appointments at A.G.E. 


Keith T. Davis will assume the title of 
technical director of Affiliated Gas Equip- 
ment, Inc. and among other duties will 
continue his activities in representing the 
company in trade association programs 
and contacts with utilities, the company 
has announced. 

At the same time, John H. Jennings was 
appointed director of engineering for the 





Keith T. Davis John H. Jennings 


Bryant Heater Div. of A.G.E. Mr. Jennings 
has resigned from Servel, Inc. where he 
directed engineering for all air condition- 
ing products of the company. 

Mr. Davis, before accepting his appoint- 
ment to the new position, directed the en- 
gineering program of the Bryant Heater 
Div. 

The company also has announced the ap- 
pointment of Philip C. Kosch as manager 
of sales training for the Bryant Div. 


Barkmeier Is RCA Estate President 


Paul A. Barkmeier has been named 
president of RCA Estate Appliance Corp., 
filling the vacancy resulting from the resig- 
nation of Cecil M. Dunn. 

Mr. Barkmeier joined RCA in 1948, and 
recently has served as vice president, dis- 
tribution. 


Smith Is VP of New RCA Department 


Inwood Smith, former vice president in 
charge of sales, RCA Estate Appliance 
Corp., has been named vice president of 
the company’s 
newly created Mar- 
keting department. 

The department 
will encompass all 
activities affecting 
the salability of the 
company’s kitchen 
range products. 
This will include: 
product develop- 
ment and planning 
merchandise and 
field, sales, adver- 
tising and promo- 
tion, service, and sales administration. 

Other appointments within the new de- 
partment are: 

Gordon P. Hentz, manager, product 
planning; Thomas F. Bartley, merchandise 
manager; and Robert W. Schroeder, man- 
ager, sales administration. 


Inwood Smith 








Gas Company Directors Help 
Merchandise Refrigerators 

Refrigerator promotion was given a new 
fillip to demonstrate the top-level convic- 
tions of South Atlantic Gas Co., in a move 
that put a gas re- 
frigerator in the 
home of each of 
the company’s 17 
directors, for the 
effect that would 
be obtained as the 
Servels are viewed 
by visitors to the 
directors’ kitchens. 

Selling from the 
top of the gas com- 
pany was the ob- 
jective of the plan 
activated by Han- 
sell Hillyer, South Atlantic president. As 
to results, Mr. Hillyer said the plan had 
met with “an unusual amount of high-level 
interest and actual additional sales within 
the first 10 days.” 

The plan follows this outline: 





H. Hansell Hillyer 


1. South Atlantic’s director of women’s 
affairs called on each director to explain the 
plan. 

2. The utility installed the icemaker re- 
frigerators, adjusted either for utility gas or, 
in rural areas, for bottled gas. 

3. The utility reserves the right to remove 
the refrigerators at any time after one year 
or on 6 months’ written notice, thus re- 
taining the right to substitute new models. 

4. South Atlantic asks but does not re- 
quire, that each director and his family be 
as generous as possible without undue in- 
convenience in displaying the refrigerator 
and its operation to friends. 


Mr. Hillyer explained that the refriger- 
ators are consigned in the established man- 
ner for schools and other institutions in the 
area served by South Atlantic. 


GAMA Annual Meeting in October 


The 1955 annual meeting of Gas Ap- 
pliance Manufacturers Association will be 
held October 12-14, at El Mirador Hotel, 
Palm Springs, Calif. The GAMA board of 
directors decided to change the date from 
the usual May meeting so that members 
could attend that meeting and the com- 
bined American Gas Association-Pacific 
Coast Gas Association convention during a 
single trip. The AGA-PCGA convention 
will be in Los Angeles, October 12-19. 





MEN AT WORK 





A. T. VAN ATTA has been appointed a 
regional sales manager, The Maytag Co. 

Davip A. JOHNSON is now assistant man- 
ager, Cincinnati branch, The Maytag Co. 

A. NEWTON MEapows, JrR., is now a 
regional sales manager, The Maytag Co. 

R. T. MUSSELWHITE has been named 
manager, water heater sales, Norge Div., 
Borg-Warner Corp. 

JoHN A. WOLFF has been named sales 
manager, Heating Controls Div., General 
Controls Co. 
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NEW GAS APPLIANCES 





Water heater 

A new glass-lined, storage type, auto- 
matic, underfired gas water heater, this 
unit features a glass lining that is fused to 
the inside of the heavy gauge steel water 
storage tank. Standard features include; 
Fiberglas insulated top and sides, specially 
designed steel baffle, plastic dip tube, in- 
ternal flue construction, and steel outside 
jacket finished in baked enamel and stain- 
less steel trim. The manufacturer offers a 
10-year warranty against tank failure, the 
last 5-year period being on a pro-rata basis. 

The Hotstream Heater Co., 2363 E. 69 
St., Cleveland 4. 


Water heater control 


This unit combines lighting, reset and 
temperature adjustment in a single control 
dial. For use with all gases, the control of- 
fers a safety feature which will keep the 
main burner off until the pilot is properly 
lighted. It provides safety shut off of both 
pilot and main line gas in the event of an 
unsafe lighting condition or pilot outage. 

Model G-5. General Controls Co., Glen- 
dale, Cal. 


Water heater 


A new model of the company’s U tube 
automatic storage gas water heater is now 
available in low and medium inputs. The 
unit features a new base design with 


Yow cont find a 


BETTER 
PROFIT 
MAKER! 


GAS INCINERATOR 


No matter where you look, you can’t find a load- 
builder to equal the Majestic Gas Incinerator! 
Here’s an appliance needed in every modern home. 
It’s backed by a company with a quarter-century 
of incinerator experience, able to furnish the neces- 
sary sales-stimulators to put across a cooperative 
program. A natural for special promotions! 


Disposes of TRASH and GARBAGE 


Household trash and garbage are 
placed together into this modern 
home convenience. Drying pilot and 
18,000 BTU gas burner, 
with Majestic’s patented Jet-Air- 
Action downdraft, 
AGA approved. 


See your Majestic Distributor or write 


incineration. 


420-A Erie Street 
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Huntington, Indiana 


anchored legs and built in drip tray; a 
large combustion chamber door offering 
access for adjustment, and a preheater 
chamber built into the tank top that tem- 
pers entering cold water and protects the 
thermostat from fluctuating. Below the 
chamber a plastic dip tube is used to pre- 
vent corrosive action. Design of the in- 
verted U tube forces heat to pass through 


the cold water twice before being vented. 
The 2 1/3” wide cast iron burner head 
fires directly into the U tube. The unit is 
for use with all types of gas. Automatic 
pilot and thermostat control equipment 
offers 100% safety shut-off. 

U Tube Models. Handley Brown Heater 
Co., Jackson, Mich. 
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'T BEA 
Lapser 


EASY TO AVOID THAT! 


All you have to do is renew 
your subscription—promptly— 
to the new 


AMERICAN 


Gas Journal 


Then—it won't lapse! 


The editors have formulated new plans for new content in 


Articles of value to you in your 


work will be presented in concisely-edited form—articles 
you should not miss if you are to be aware of gas indus- 


try developments, techniques, advances. 


So—DON’T BE A LAPSER—Renew 
your subscription promptly 


American Gas Journal, November 1954 
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"NO WATER 


NO WEATHER WORRIES 


NO TAR Ss "% “No GREASE 
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NO CLOSE TOLERANCES . NO CONSTANT INSPECTION” 
TO JAM PISTON —ALL AREAS ACCESSIBLE _ 
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TO RUST OR Sake 


A patented 


BECAUSE THE WIGGINS IS... 
THE ‘SIMPLEST (AND. Saree 


GENERAL AMERICAN 
TRANSPORTATION CORPORATION 
135 South La Salle Street 
Chicago 90, Illinois 


























A 
4 F 
ff 
7 | 

2 zh 

> A 

¢ 94 

2 7A 

a ig 

San “a 

ee ae ee ee ee | a 


